INTRODUCTION & LITERATURE REVIEW
According to Philip Kotler advertising is defined as "Any paid form of non-personal presentation & promotions of idea, goods, or services by an identified sponsor." (Kotler, 2013) Advertising plays a vital role in shaping dreams and helping customers in taking conscious product and brand decisions. Through advertisement the impact can reach a wider audience, and the main motive of advertising is to inform/ persuade / convince / remind the customers about the product/services. Advertising among competing brands has seen to be rapidly increasing and has made consumers more knowledgeable about several products and services in the market. Advertising has evolved from the local stage to an international level. Now corporations are looking outside their own country for new customers. Most of the adverts use appealing images and persuasive words to convince individual's perception about the product. New ideas and innovative ways attract customers to buy the product and remember the brands. Advertisements have a major role in influencing customers' purchase intention. Advertisement with endorsements creates easy remembrance for the customer's for the advertised product. The customer often tends to associate the brand with the celebrity and can easily register the brand in their mind.
According to a research "Impact of Promotional Activities on Consumer Buying Behavior: A Study of Cosmetic Industry" that customer behavior study is based on the consumer buying behavior. The consumer plays three roles: role of user, payer and buyer. There is a positive relationship between Relevant News and pleasure, indicating that relevant news as a strong factor in inducing positive emotional responses.
According to a research on "Consumers' Perception on Online Shopping "(Dr.R.Shanthi, 2015)it's mostly the youngsters who are attached to online shopping whereas the senior people still prefer the traditional methods of buying the product in comparison with the young adults. However there is shift in focus where middle age people are showing inertest towards online shopping as well. This study also reveals that the price of the products has the most influencing factor on online purchase.
Problem Statement
In the current world advertising plays an effective role in promotion of goods and services. Advertising serves as a key tool in creating product awareness in the mind of a potential consumer to take eventual purchase decision. This study focuses on The Impact of Advertising on Consumer Purchase Decision with reference to Consumer durable Goods in Oman (Muscat) this is a first research of its type as up to date there is no research the same.
THEORETICAL CONCEPTS AND FRAMEWORK
People have different liking and choice. This could be because of the varied experiences and backgrounds of individuals. Past experience of the person subjected to advertising may determine the impact the advertising will have on him or her. This preference is referred as consumer behavior.
According to Philip Kotler consumer purchase decisions are influenced by cultural, social psychological and personal characteristics. Measuring the influence of advertisement in consumer brand preference is very important for every marketer. If the advertisement doesn't create any positive impact on consumers' brand preference, all the resources such as money, time and efforts spent on advertisement will go in vain. Most advertising agency try to understand the desires of their target market in their approach to advertising. Often, advertising agencies through their advertisements look for building long lasting relationship with people. As a result, they find out ways to turn one-time purchasers into lifelong customers. 
Significance of Study
The findings of this study would serve a benefit to the marketers in understanding The Impact of Advertising on Consumer Purchase Decision with reference to Consumer durable Goods in Oman and ways to increase their sales.
Objectives of the Study
To study the Impact of Advertising on Consumer Purchase Decision with reference to Consumer durable Goods in Oman.
To study various factors affecting the consumer buying process with respect to advertisements.
Hypothesis
H1: Attractive ads have no influence on purchase intension. H2: Persuasive ads have no influence on purchase intension.
Scope of the Study
This study focuses on the understanding The Impact of Advertising on Consumer Purchase Decision with reference to Consumer Goods in Oman (Muscat), where there is mostly organized retail.
RESEARCH METHODOLOGY
Quantitative study was done to understand the Impact of Advertising on Consumer Purchase Decision with reference to Consumer durable Goods in Oman. Descriptive research design was used for the current research study using Non-probability -Convenience Sampling. Samples were selected on the basis of accessibility of the samples. Sample Size was 100, it includes working men and women, housewives and students and sample unit comprises of individual customers.
Both primary and secondary information have been collected for the Purpose of Research. The research is based on Quantitative data analysis. Primary data required for the research, has been collected through questionnaires. Literature review is considered as secondary data for the research.
Analysis of Data: Tools & Techniques
Data analyzed using different statistical tools Correlation and Regression analysis are used to study the relationship of different variables of advertising and their impact on purchase decision of an individual.
How frequently do you watch ads?
Majority of the respondents that is 41.51% of them frequently watch ads. 30.19% of them watch ads only sometimes, 26.42% of them rarely watch ads. Around 1.89% of them never watch ads. 
Recently which Product did you buy?

Reliability Statistics
Cronbach Alpha for Ad Attractiveness
Cronbach alpha is used as a measure to access the internal consistency of a scale. As a rule of thumb if Cronbach alpha value is equal or more than 0.7, internal consistency is said to be excellent and if it is less than 0.5, it is not acceptable. According to Regression Analysis I would purchase the product for which the ad is shown because the ad is attractive, I could relate to the characters in the advertisement, ad is appealing, ad is informative and persuasive and changes by mind about the product.
DISCUSSION ON FINDINGS OF THE STUDY
The final sample size comprised of 100 respondents. Majority of the respondents that is 41.51% of them frequently watch advertisements and a very small percent that is around 1.89% of them never watch ads.
Majority of them 34.91% bought TV, 22.64% bought DVD, 19.81% bought Refrigerator, 12.26% bought AC, and 1.89 % bought mobile and a very small percentage that is 8.49% bought other items.
Majority of them (33.02%) say that advertisements influence them the most to try new products. Majority of them that it around 34.91% say that appealing advertisements are the major reasons behind the purchase of durable goods. Majority of them that is 32.08% have said that Company's reputation influence then in purchase of the durable goods, for 24.53% of them Company's advertisement influence then in purchase of the durable goods, 22.64% of them purchase of the durable goods because the discounts offered, 17.92% of them purchase of the durable goods because free gifts ,0.94% purchase goods because of company's reputation and price both and a very small percentage that it 0.94% purchase goods for other reasons.
Majority of the respondents were in the age group 15-35 (54.72%) 33.02% of respondent are in the age group between 35-55 and the rest of the respondents that is 12.26% are in an age group of 55 and above.
There are exact number of respondents 50 % females and 50% of them are males.
Majority of the respondents were Non-Omanis (67.92%) and the rest 32.08% of them were Omanis.
Majority of the respondents were graduates 39.62 %.37.74% of the respondents are students, 25.47% of them are in private services, 13.21% of are homemakers, 12.26% of them are in government service, 5.66% of them are in self employed and 5.66% of them in others.
